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Dalam pemasaran global sekarang bahwa banyak konsumen mengunjungi 
sebuah komunitas jaringan sosial online untuk mendapatkan informasi pakaian 
belanja dan faktor psikologis melibatkan dalam tahap pengambilan keputusan 
konsumen, tujuan dari penelitian ini adalah untuk menganalisis pengaruh faktor 
psikologis pada masyarakat jaringan sosial online dan memberikan implikasi 
terhadap keputusan pembelian. Judul penelitian ini adalah Pengaruh Faktor 
Psikologis Terhadap Keputusan Pembelian. Tujuan dari penelitian ini adalah 
untuk menganalisis pengaruh faktor psikologis (Kesadaran, Pengalaman, 
Tanggung Jawab Moral dan Budaya Bersama) terhadap keputusan pembelian oleh 
anggota dari belanja online "Rumah Mode" untuk membeli produk mereka. 150 
responden dalam penelitian ini adalah anggota dari belanja online "Rumah Mode". 
Teknik sampling penelitian yang digunakan adalah PENILAIAN karena peneliti 
terlibat langsung sebagai anggota dalam Kelompok Belanja online. Analisis ini 
menghasilkan bahwa faktor psikologis (Kesadaran, Pengalaman, Tanggung Jawab 
Moral dan Budaya Bersama) yang signifikan dan Hari menuju Keputusan 
Pembelian). 
Kata kunci: Faktor Psikologis, Kesadaran, Pengalaman, Tanggung Jawab 
Moral, Budaya Bersama, Keputusan Pembelian, Belanja Online 
ABSTRACT 
In global marketing now that many consumers visit a social network online 
community to gain apparel shopping informationand psychological factors 
involves in the stages of consumer decision making, the purpose of this study was 
to analyze the effect of psychological factors at social network online 
communities and provide an implication towards purchasing decision. The title of 
this research is The Effect of Psychological Factors Towards Purchasing 
Decisions. The purpose of this research is to analyze the effect of Psychological 
factors (Consciousness, Experience, Moral Responsibility and Shared Culture) 
towards purchasing decision by the member of online shopping  “Rumah Mode” 
to buy their product. 150 respondents in this research are the member of online 
shopping “Rumah Mode”. Technique sampling of research used was 
JUDGEMENT because researchers directly involved as members in the Group of 
Online shopping. This analysis results that Psychological factors (Consciousness, 
Experience, Moral Responsibility and Shared Culture) were Significant and Valid 
towards Purchasing Decision.  
Key words:  Psychological factors, Consciousness, Experience, Moral 
Responsibility, Shared Culture, Purchasing decision, Online 
Shopping 
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A. INTRODUCTION 
Information seeking behavior on the decision making process of consumer 
information search behavior can be explained by five stages Engel - Kollat – 
Blackwell (EKB 1968) model of consumer behavior. The EKB model has been 
accepted as a dominant comprehensive model to explain consumer behaviour 
includes all relevant effects and outcomes (Darley et al., 2010). According to the 
model, the consumer goes through  the five stages in the decision-making process: 
problem recognition, information search, alternative evaluation, implementation 
of the decision, and post-purchase evaluation. The consumer buying process 
begins when an individual recognizes his/her request for a new purchase 
consumer information search and evaluate possible alternatives to meet his / her 
needs. 
In this process, consumers are looking for the best solution to solve the 
problem by buying the product. Sources of information including commercial, 
personal experience, word of mouth, and public sources (Belch, 2007). 
Consumers evaluate each alternative by comparing the potential benefits of 
product attributes, e.g. price, warranty, brand reputation, size, etc., and As one of 
the research objectives, we propose a psychological attachment to a member of an 
online shopping community (RUMAH MODE) as a determinant of commitment 
the purchasing decision.“RUMAH MODE” is a fashion store specifically for 
women with a product that is up to date with the existing fashion trend.  
The Author chose of this research due the fact that in this era of 
globalization, the marketing increases the online community purchasing product. 
Author will analyse the effect of psychological factors towards purchasing 
decision. Psychological factors involves in the stages of consumer decision 
making. The purpose of this study was to explore the predictors of psychological 
factors in social network online communities and provide implications towards 
purchasing decision. Especially after the emergence of the internet, the anonymity 
it offers has increased consumer intention to publicly share their experiences and 
feedback, information which other consumers consider important in making 
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purchase decisions (e.g. Athanasopoulou, 2008; Dellarocas, 2003; Park et al., 
2007; Sen and Lerman, 2007; Sun et al., 2006).  
 
B. RESEARCH OBJECTIVES 
Based on the research problem above, the purpose of this study is to 
analyze „The effect of psychological factors on the purchasing decision‟. The 
specific purposes can be derived into the following : 
1. To analyze consciousness has a positively effect on the purchasing decision in 
online social networks. 
2. To analyze experience has a positively effect on the purchasing decision in 
online social networks. 
3. To analyze moral responsibility has a positively effect on the purchasing 
decision in online social networks. 
4. To analyze shared culture has a positively effect on the purchasing decision in 
online social networks. 
 
C. LITERATURE REVIEW 
  a. Consciousness. Consciousness of a kind refers to the feeling of a unit 
that binds individual members to other community members (Muniz and 
O‟Guinn, 2001). Consciousness of a kind refers to the so-called “we-ness,” which 
is a shared knowing of belonging that is formed among community members 
community members for purchasing decision (Bender, 1978) and the collective 
sense of difference from others not in the community (Muniz and O‟Guinn, 
2001).In the stage consciousness first we must to know information search and 
alternatives evaluation, information quality, the ambience associated with the site 
itself and how it functions, variety of merchandise and price all play roles in 
whether consumers are satisfied or dissatisfied with their online shopping 
experiences. Shopping is thought to be pleasurable and satisfying to consumers 
when the retailing sites are uncluttered and easy-to-navigate (Pastrick, 1997) 
  b. Experience. Experience is considered important in forming customers‟ 
perceptions, regarding their expectations from online retailers. Liang and Huang 
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(1998) have found that high-experienced customers are more likely to continue 
shopping. Liu et al. (2008) have identified the significance of customer 
satisfaction in online shopping. Successful previous purchases and satisfaction 
that derives from them may increase customers‟ effort expectancy and 
performance expectancy on purchasing decision. Similarly, Tong (2010) have 
conducted a cross-national study and examined, among others, the direct effects 
of previous online shopping experience on perceived usefulness. In the context of 
product or service knowledge sharing on social media, messages are usually 
explicit such as user experience and evaluation of products. In social media, the 
source of the message can be generated in another country which can be distant.  
c. Moral responsibility.  Moral responsibility to the provision of factual 
information about the goods on offer in order to get a good trust hearts of 
consumers. Collecting information is an important part of the product interactivity 
(Cyr et al., 2009), and the lack of information is an element of fashion that has 
been noted as a problem significant consumer concerns (Rowley, 2009). 
Consumers believed hedonic require higher fashion content from sites e - retail 
(Park and Sullivan, 2009). In contrast, the inclusion of arguably the fashion 
information can stimulate emotions and induce feelings of excitement (Rowley, 
2009), an important factor contributing to the provision of hedonic experience. 
Because "the cyclical nature of fashion" and change the on-going trend, 
consumers' knowledge of fashion apparel products quickly become obsolute" 
(Frings, 2005, cited in Van Staden and Van Aardt, 2011 ). Meinert et al. (2006) 
found that increased levels of privacy, e-shoppers have shown an increasing 
willingness to provide information to e-retailers and to buy online (Liu et al., 
2005). Roma'n and Cuestas (2008 ) states that when consumers saw that the risks 
related to security, privacy, fraud, or low reliability, their perception of the 
benefits that are expected to increase, thereby increasing their willingness to buy 
again from the same e-retailers (Roma'n, 2010; Yang et al, 2009). 
  d. Shared Culture. Culture is part of the external influences that impact 
the consumer. That is, culture represents influences that are imposed on the 
consumer by other individuals. The definition of culture offered in one textbook is 
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“That complex whole which includes knowledge, belief, art, morals, custom, and 
any other capabilities and habits acquired by man person as a member of society 
(Kileba, 2011). Culture is the complex of values, ideas, attitudes and other 
meaningful symbols that allows human to communicate, interpret and evaluate as 
members of society (Blackwell et al., 2011). It is the primary reason behind a 
person‟s wants and behavior. Although, different societal groups have their own 
culture that affects consumers buying behavior, the extent to which it influences 
the behavior might vary from country to country. Each cultural group can be 
divided into groups consisting of people with common life experiences and 
situations, also known as subcultures (Kotler et al., 2005) 
 
D. RESEARCH METHODOLOGY 
Populationis female college students were selected as the sample to survey 
for this study because of their high involvement in online communities and 
apparel shopping. Sample in this research are the member of RUMAH MODE 
online shopping and The Author decided to take 150 samples and segmented 
choose the sample by via BBM Group that the author involved in the member of 
group. The selection of techniques used in data collection is JUDGEMENT 
because researchers directly involved as members in the Group and the member 
will be survey 150 respondents. Then the data are calculated and analyzed by 
SPSS. Explained the purpose of the study, and asked for volunteers to participate 
in the study. The usable data was (150) questionnaires collected from member 
“RUMAH MODE” fashion shop online. 
The collected data were analyzed using correlations, regressions, and two-
way ANOVAs by SPSS 16.0. Cronbach‟s a values were calculated to assess the 
reliability of the measurement. Peterson (1994), however, suggested that either 
researchers‟ experienceor intuition is more important than the Cronbach‟s a value 
to determine the reliability of a measurement. Therefore, the measurement was 
used in a further analysis. The selection of techniques used in data collection is 
JUDGEMENT because researchers directly involved as members in the group. 
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 To complete this study, we used primary data to collect data. In addition, 
the survey strategy may indicate a possible relationship between the variables and 
to prove the relationship of the research model (Saunders et al, 2009). Data were 
collected through an online questionnaire and was analyzed using SPSS software. 
The author will use regression analysis, descriptive frequency analysis, and test 
correlation.  
Survey strategy used in this study is through questionnaires. In business 
and management studies, the questionnaire is one of the data collection techniques 
most commonly used in the survey strategy (Saunders et al, 2009). The 
questionnaire is an efficient way to collect responses from a large number of 
people because each respondent was asked the same questions or statements in 
order to avoid bias in the data collection process (Saunders et al, 2009). Types of 
questionnaires were administered electronically through the Internet or intranet, 
mailed or delivered to the respondents (Saunders et al, 2009). 
Descriptive analysis is a data analysis method by changing the raw data 
into a form that is more easily understood and interpreted (Zikmund, 2000). 
Descriptive analysis was a part of a research of statistical tools, techniques or 
procedures used to depict or describe a collection of data or observations. 
Quantitative analysis is a method of data analysis using mathematical 
calculation. In this quantitative analysis can be derived into the following: (a) 
validity analysis, and (b) reliability. 
Measurement reliability in this study conducted by one shot or one-time 
measurement, where the measurement is done only once and then the results were 
compared with another question or measure the correlation between the answers 
to questions. Can be measured with the SPSS statistical reliability with Cronbach 
alpha test. A construct or variable said to be reliable if the Cronbach alpha value> 
0.60 (Ghozali, 2007). 
 The accuracy of the sample regression function to estimate the actual value 
can be measured from the goodness of fit. Statistically, it can be measured by the 
value of the F statistic, coefficient of determination (R2), and the value of t 
statistic (Ghozali, 2007). 
11 
E. DATA ANALYSIS 
1. Testing Instrument  
Table 1 
Validity Test Results Variable consciousness 
Item 
r count 
(Corrected Item - Total Correlation) 
r table description 
P1 0,501 0,195 Valid 
P2 0,499 0,195 Valid 
Source : Primary data were processed, 2014. 
Based on table 1 can be explained the value of r count (Corrected Item - 
Total Correlation) of the two indicators is larger than r table (0.195), thus it can be 
concluded that the two indicator variables consciousness is valid. So that the 
indicator variable no autumn consciousness. 
Table 2 
Validity Test Results Variable Experience 
Item 
r count 
(Corrected Item - Total Correlation) 
r table Description 









Source: Primary data were processed, 2014. 
Based on table 2 can be explained the value of r count (Corrected Item - 
Total Correlation) of 3 indicator greater than r table (0.195), thus it can be 
concluded that the three indicator variables experience is Valid. 
Table 3 
Validity Test Results Variable Moral Responsibility 
Item 
r count 
(Corrected Item - Total Correlation) 
r table Description 
P6 0,625 0,195 Valid 
P7 0,625 0,195 Valid 
Source: Primary data wereprocessed, 2014. 
Based on table 3 can be explained the value of r count (Corrected Item - 
Total Correlation) of the two indicators is larger than r table (0.195), thus it can be 





Validity Test Results Variable Shared Culture 
Item 
r count 
(Corrected Item - Total Correlation) 
r table Description 
P8 0,869 0,195 Valid 
P9 0,869 0,195 Valid 
Source: Primary data were processed, 2014. 
Based on table 4 can be explained the value of r count (Corrected Item - 
Total Correlation) of the two indicators is larger than r table (0.195), thus it can be 
concluded that the two indicator variables shared culture is Valid. 
Table 5 
Validity Test Results Variable Purchasing Decision 
Item 
r count 
(Corrected Item - Total Correlation) 
r table Description 













Source: Primary data were processed, 2014. 
Based on table 5 can be explained the value of r count (Corrected Item - 
Total Correlation) of 4 indicator is greater than r table (0.195), thus it can be 
concluded that the 4 indicator variables purchasing decision is Valid. 
Based on the above test all indicators of research is valid or invalid so that 
no indicator is issued. Then in addition to test the validity of which has been 
presented above, a variable needs to be measured for accuracy (reliable). To 
measure the accuracy of a questionnaire used reliability test. Reliability testing is 
used with coefficient alpha. Criteria for making the decision is to compare the 
value of alpha to 0.60. If the coefficient alpha 0.60 greater than the variable or 
data is to have reliability. More detail can be presented in the following table. 
Table 6 
Reliable Test Results 





















Source: Primary data were processed, 2014. 
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Based on the results in table 6 above can be explained coefficient alpha 
(Cronbach alpha) has a value greater than 0.60 (0.924; 0.847; 768; 930 and 
0,844). The test results showed all variables used is Reliable. The results also 
showed that all the variables can be used in research.  
2. Descriptive Analysis of Respondents Answer  
Description answer each question item basically to see the number of 
respondents who answered each alternative answers have been provided. From the 
results of respondents who have obtained, it can be seen each of the answers given 
by the respondents, and also it can be seen that in general the answer selected by 
the respondent. The results of the frequency distribution of the respondents' 
answers are grouped on each variable can be seen in the following table: 
Table 7 




score        1 Score       2 Score        3 Score       4 Score       5 











































































































































































Statement of the respondents in Table 7 above shows that the variable 
consciousness on item No. 1 most important claim about "the friendship I have 
with other members in my community means a lot to me" of 51.3%. While on 
item No. 2 is about the most important states "When I think of members of my 
online community I think of" we "instead of" they "amounted to 50.7%.  
In item No. 3 Experience variables that most respondents agreed amounted 
to 56.7% which is about "My community is something I really care about", item 
No. 2 that most states agree on "I have a positive feeling toward my community". 
While the item no 4 is the highest at 54.0% agree about "I have a positive feeling 
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toward my community" and item no 5 which amounted to 52.7% agree about "I 
would like to have long-term membership in my community ". 
Variable purchasing decision on item No. 10 Most states likely (50.7%) is 
about "My community initiates my apparel shopping intention ( ie I learn about 
items that are not in my mind while surfing my community)". Item No. 11 is the 
most important states of 46.7% which is about "My community is an important 
source of apparel shopping to get information". While the item no 12 states most 
are agreed by 64.7% which is about "I post my questions in my community to get 
advice for my best option alternative Among apparel items" and item no 13 most 
widely agreed by 46.7% which is about "I post my questions in my community to 
get my opinions after purchasing apparel". 
3. Classical Assumption Test 
Before the regression analysis are presented, first necessary to test the 
assumptions of classical aberrations. This is to obtain a precise estimate results. 
For more details, here is presented the analysis of the classical assumptions 
deviation: 
a. Normality Test Data. Under normal P-P charts Regression plot above shows 
the points on the graph are still spread around the diagonal line, and its 
distribution follows the direction of the diagonal line, the results of the study 
indicate that the data are normally distributed. This proves that the regression 
model used for prediction Variable worth consciousness, Experience Variable, 
Variable Moral Responsibility and Variable Shared Culture towards 
Purchasing Decision Variable.  
b. Multicollinearity test. Based on the results can be explained that the 
independent variable (consciousness, experience, moral responsibility and 
shared culture) have a greater tolerance value of 0.1 and the VIF value of less 
than 10 results show regression model is free from the problem of 
multicollinearity.  
c. Test Heteroskidastity. Detection of the presence or absence of 
heteroscedasticity problem is with the media charts, graphs form a special 
pattern when the models are heteroscedasticity. Based on observations on the 
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above graph, the graph does not form a specific pattern, ie the point spread so 
it can be said that there is no heteroscedasticity models.  
4. Multiple Linear Regression Analysis  
Based on the analysis regression equation can be made as follows:  
Y = 3,026 + 0,404X1 + 0,334X2 + 0.267X3 + 0.481X4+ e 
From the results of these equations is known that the four independent 
variables are consciousness, experience, moral responsibility and moral culture 
positive influence on the purchasing decision. This means that if the perception of 
respondent forconsciousness, experience, moral responsibility and moral culture 
increase, the higher the purchasing decision.  
5. Hypothesis Testing  
a. In Simultaneous Test (Test F). Based on the results of data processing that 
have been made known F count of 52,069, it can be concluded that Ho is 
rejected and Ha accepted. This means that the variable consciousness, 
experience, moral responsibility and moral culture together significantly 
influence the purchasing decision. And this model is robust or fit. 
b. Test of determination (R-square). The results of the calculation of R-square is 
0.554 and the adjusted coefficient of determination (adjusted R square) of 
0.541 It means that psychological factors (Consciousness, experience, moral 
responsibility and shared culture)‟of 54.10% towards purchasing decision. 
While the remaining 45.90% is influenced by other factors outside the 
regression model. 
c. Partial Regression Coefficient test (t test). The four independent variables 
have p-values < 0.05. This means that the variable consciousness, experience, 




The results showed variable consciousness experience, moral 
responsibility and moral culture positive influence towards purchasing decision 
either partially or simultaneously, which means that if all four of these factors 
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increase the purchasing decision higher. Because of consumer buying behavior is 
basically the process of selecting, purchasing and using products to meet the 
needs. Company to run its activities should always monitor changes in consumer 
behavior that can anticipate the changes in consumer behavior to improve its 
marketing strategy, because in fact the purpose of marketing is to know and 
understand the customer so well that the nature of the products offered can be sold 
and consumers loyal to products generated. 
Consumers live in a complex environment. Consumer's decision to 
purchase an item is influenced by many factors, both from within oneself, or from 
outside the self or the environment. According Mangkunegara (2009: 4) consumer 
behavior is the actions carried out by individuals or organizations involved in the 
decision-making process in obtaining, use of goods or services which may be 
affected economic environment.  
Kotler& Keller (2009: 166-175) also revealed that the factors that 
influence consumer behavior are: cultural factors, social, and personal. Other 
needs are psychogenic as needs arising from a state of psychological distress such 
as the need for recognition, appreciation, or a sense of belonging. Necessity being 
the motive (motive) when it needs to rise to the level of intensity sufficient to 
encourage us to act than that of culture (culture) is the basic determinant and 
desires and behavior. Marketers should really pay attention to the cultural values 
of each country to understand the best way to market their old products and 
explore opportunities for new products. 
Mean while, according to Berkowitz (2002: 117) there are four factors that 
affect consumer purchasing decisions, namely situational influence (situational 
influences), the influence of psychological (psychological influences), the 
influence of socio-cultural (sociocultural influences), and the influence of 
marketing mix (marketing mix influences). 
 
G. CONCLUSIONS 
The results of the analysis in chapter IV can be concluded as follows:  
(1) Psychological factors “consciousness” is positively on effects towards 
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purchasing decisions, (2) Psychological factors “Experience” is positively on 
effects towards purchasing decisions, (3) Psychological factors “Moral 
Responsibility” is positively on effects towards purchasing decisions,  
(4) Psychological factors “Shared Culture” is positively on effect towards 
purchasing decision, (5) Variable Independent is significantly have effect to the 
dependent variable on this research study is Valid. The value of r count (Corrected 
Item - Total Correlation) of the two indicators is larger than r table (0.195), thus it 
can be concluded that the two indicator variables consciousness, experience, 
moral responsibility and shared culture  is valid. 
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